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Abstract: Purpose. This article examines new product development (NPD) in South African Small 
and Medium Enterprises (SMEs) in South Africa. The main aim of the research was to establish SMEs’ 
approach to developing and marketing new products. The high failure rate of SMEs originate from 
intense competitive and sustainable. One way for the SMEs to be competitive is by constantly 
developing new and unique products. The problem is that it is not easy for SMEs to develop new 
products because they lack marketing skills to develop these new products. Limited research was 
conducted on the marketing factors affecting new product development by SMEs in South Africa, 
which create a gap for this article.. Quantitative method was used to collect the data in the form of a 
survey. The sample size for this study was 100 respondents. Purposive sampling was used as the 
researcher needed to reach a target sample quickly and the sampling for proportionality is not the main 
concern. The owners of SMEs were selected using the database to invite them to participate in the 
workshop therefore; the sample frame was readily available which minimized the selection bias. The 
Cronbach alpha for the scale used was 0.872, indicating the satisfactory internal consistency reliability. 
The researcher found that SME’s produce high quality products while the research also confirms that 
they offer a broad range of products. The research further finds that 71% of the SME have innovative 
ability to bring new products in the market, including improvement. Although SMEs appear to be doing 
good on factors like product quality, packaging and innovative ability, their products are not distinctive 
and unique while they also produce products that are not necessarily different from those of competitors. 
SMEs play a vital role in the economy of South Africa, therefore their sustainability is crucial. This 
study will contribute to the SMEs owners on factors to consider when developing a new product. Since 
there is limited research on marketing factors affecting new product development, this study also shed 
light on how each factor can be incorporated and implemented during new product development 
process. This study found that SMEs in South Africa are doing well in terms of implementing the 
marketing factors for new product development. Despite the outcomes indicating that the SMEs in 
South Africa seem to be doing well in terms of new product development and the marketing factors, it 
is worth noting that SMEs have different needs at different stages of development and they still need 
intense support from the government. 
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1. Introduction  
SMEs form the backbone of most economies, especially in South Africa as the 
country experience challenges with high unemployment rates. A strong SME sector 
is as an important vehicle to address high unemployment as they create job 
opportunities. The importance of this sector is well documented as SMEs comprise 
over 90 percent of South African business operations and contribute 50 percent to 
job creation. However, for the SMEs to be successful in an ever-increasing 
competitive market, new product development needs to be a priority.  
New product development is the creation of products with new or different 
characteristics that offer additional benefits to the customer (Yan 2010). Whereas, 
Ebrahim, Ahmed & Taha (2010) regard product development as the transformation 
of a market opportunity and a set of assumptions about product technology into a 
product available for market. Cengiz, Ayyildiz & Kirkbir (2014) and Ebrahim, 
Ahmed & Taha (2010) maintain that new product development is indeed a critical 
factor in ensuring the continued survival of SMEs. Nicolas, Ledwith & Perks (2011) 
and Mosey (2005), emphasize that SMEs contribute to the development of the 
country’s economy. The focus of this study is on SMEs in South Africa as Makakane 
(2014) observe there are 2.8 million SMEs, more than in any other province. Their 
importance to the South African economy is well known as they contribute 52%-
57% to GDP, provide 60% employment opportunities and contribute more than 40% 
of the country’s total remuneration. Secondary research studies conducted by 
Mahembe (2011); Mutalemwa (2015), Abor & Quartey (2010) and BankSeta (2015) 
have used different definitions for SMEs but for the purpose of this study the 
definition of the Small Enterprise Development Agency 2016) will be used. They 
describe a SME as an organisation that has relatively small share of their market 
place and owners or part owners manage it in a personalized way. Next, the problem 
statement will be discussed. 
 
2. Problem Statement and Main Aim of the Research 
The BankSeta (2010) emphasises the importance of SMEs as productive drivers of 
inclusive economic growth and development in South Africa. Therefore, SMEs need 
to remain competitive and sustainable. One way of being competitive and ensuring 
sustainability is by constantly developing new and unique products. Huan, 
Brooksbank, Taylor & Babbis (2008:283) note that higher performing SMEs create 
new innovative products more frequently than the lower performing SMEs. The 
problem is that it is not easy for SMEs to develop new products because of certain 
marketing related factors like product customization, product quality, product 
innovation and product relevance preventing it. Abor & Quartey (2010) identify 
these factors as challenges, although, overcoming them will result in the 
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sustainability of the SMEs in the end. Research on these factors are limited, which 
create a gap for this article. Therefore, the main aim of the research was to establish 
SMEs approaches to developing and marketing new products in the Gauteng area.  
3. Literature review 
Small and Medium Enterprises (SMEs) play an important role in a country’s 
economic development. Ramukumba (2014) regards SMEs as the main source of 
employment generation. This rises the need to be sustainable and competitive at all 
the time. The importance of SMEs in South Africa, New product development 
approach as well as the new product development marketing factors are outlined in 
this study.  
 
3.1. The Importance of South African SMEs  
SMEs play a major role in developing the economy of the country and according to 
Abor & Quartey (2010:219), SMEs represent over 90% of private business and 
contribute to more than 50% of employment and of GDP in most African countries. 
“Similarly in the Republic of South Africa, it is estimated that 91% of the formal 
business entities are SMEs, they therefore have a crucial role to play in stimulating 
growth, generating employment and contributing to poverty alleviation, given their 
economic weight in African countries” (Abor & Quartey 2010:218). SMEs are seen 
as the main conducive force that serves the social goal of equitable economic 
distribution and they also generate employment, stimulate regional development and 
promote indigenous entrepreneurship, which in turn influences the competitive 
performance of countries (Maladzhi 2008:1). 
SMEs in South Africa employ more people than private sector and government 
combined. They are generally regarded as creators of wealth and are seen as a 
stimulus of economic growth that result in the provision of jobs as well as an increase 
of the market share (Makakane 2014). According to (Maladzi 2008:8) The 
Department of Trade and Industry developed a strategy to support SME’s as they are 
one of the key role players in growth of the country’s economy. This strategy was 
developed to support the SME’s and the following objectives were the foundation of 
this initiative: 
 To facilitate greater equalisation of income, wealth and opportunities 
 To create long term jobs that will be supported by policies 
 Removing and addressing every obstacle that prevents SMEs contributing to 
the overall growth  
 To create an environment where both large and small enterprises will trade 
comfortably without any threatening experiences 
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 To influence the SMEs to adopt a standard that will allow them to trade 
globally without any reservations.  
As illustrated above, SMEs play a significant role in South African economy as they 
contribute to the employment as well as the GDP accordingly, therefore, the South 
African government has to create an environment which is conducive for them to 
operate properly and profitably (Abor & Quartey 2010:219). Next, the approach of 
SMEs o new development will be discussed. 
3.2. Approach of SMEs to New Product Development  
According to Cengiz, Ayyildiz & Kirkbir (2014) new product development is the 
development of a product in the form of original products, improved products, 
modified products and new brands developed through an organization’s research and 
development efforts. One of the main contributing factors to the sustainability of 
SMEs’ as Huang, Soutar & Brown (2002:28) observe, is new product development. 
Secondary research (Ebrahim, Ahmed & Taha 2010; Cengiz, Ayyildiz & Kirbkbir 
2014; Mansor, Yahaya & Okazaki 2016) regard product development as the 
transformation of a market opportunity and a set of assumptions about product 
technology into a product available for the target market. Maladzhi (2008:1) further 
observes that the importance of new product development has grown dramatically 
over the last decades and is now the dominant driver of competition in SME sector.  
Secondary research conducted by Maladzhi, (2008) and Kalkan (2014); emphasize 
that SMEs must improve their innovation abilities so that they will expand into new 
markets or even arrest margin erosion as well as to protect their current market share. 
New product development can ensure that SMEs increase their market share, which 
will result in their long-term existence in their respective markets. Without the 
introduction of new products as Yan & Makinde (2011) underline, deterioration of 
the SME’s market position is inevitable and they will stagnate. Yan & Makinde 
(2011:220), further emphasize that product development will also assist SMEs to be 
competitive in terms of wide product range as well as lower prices to consumers 
because of the resulting higher productivity levels.  
Adapting to the product development processes for SMEs should in comparison with 
the larger companies as Nicholas, Ledwith & Perks (2011:229) note should not be 
difficult as SMEs hold a number of significant advantages. These advantages 
according to Nicholas et al. (2011:229) include a shorter decision-making process 
due to fewer layers of management, greater functional integration, less resistance to 
change and a more innovation friendly atmosphere. De Toledo, De Sousa Mendes, 
Jugend & Da Silva (2013:57) emphasize that the existence of new product strategy 
has long been recognized as a core requirement in the new product development. 
Small manufacturing companies as observed by Millward & Lewis (2005:380) are 
often in a prime position to identify new product opportunities because of their close 
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working relationships with customers and suppliers. SMEs also exhibit a greater 
level of confidence than larger companies do in their ability to be flexible and make 
change (Kalkan 2014). Nicholas et al. (2011) advise they should use their flexibility 
to get information on ever-changing customer needs so that they can develop new 
products and market them successfully. Next, new product marketing factors are 
product customization, product quality, product development and product relevance 
will be outlined. 
3.3. New Product Development Marketing Factors  
Previous studies (Ramukumba 2014; Kalkan 2015 & OECD 2004) emphasize that 
SMEs should focus on generating funds to invest in new sustainable products, 
yielding a sustainable future for them. Failure to respond to competitive new product 
introductions with appropriate speed, as Maladzhi (2008:2) observes, can result in 
late market entry or a permanent loss of market share and even loss of profits. SMEs 
have to overcome new product development marketing factors by ensuring that they 
adapt to the ever-changing product development processes. New product 
development marketing factors are product customization, product quality, product 
development and product relevance. 
3.3.1. Product Customization 
Product Customization is as outlined by Du, Jiao & Tseng (2006) recognized as a 
method used by manufacturers/suppliers to producing products that cater for 
customers’ individual sizes, tastes, styles, needs or expressions. Nicholas et al. 
(2011:227) state that it is of vital importance for any organization to integrate their 
activities in order to respond to the market needs to keep their potential customers. 
(Nicholas et al. 2011:228) further emphasize that forward-thinking companies aim 
to improve their product development processes by benchmarking their current 
development practices against those of other companies. When SMEs, like any other 
organization, launch a new product, many factors affect the success of the product: 
timing, marketing, ease of use, price and availability; but across the board (Barnes 
2017), observes that one factor that makes or breaks the success of a new product is 
relevancy.  
Failure to understand customer needs, as observed by Yan (2010:1072) is one of the 
main reasons why newly developed products fail in the market. According to Barnes 
(2017), a product not designed to fit into the lifestyle of the SME customers it will 
fail. Millward & Lewis (2011:380) outline sharp and early definition in order to 
target differentiated and superior products as one of the factors of success for the 
new product development process.  
3.3.2. Product Quality 
Agbor (2011:8) defines product quality as the totality of features and characteristics 
of product or service that bear on its ability to satisfy stated needs, therefore, SMEs 
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have to strive for a good competitive quality when they think of product development 
to ensure customer satisfaction. Customers as Agbor (2011:1) points out are the 
important stakeholders of the SME and their satisfaction is a priority to management. 
Quality and other product features such as appearance, components and capabilities 
are considered one of the differentiating factors contributing to customer satisfaction 
as Ramukumba (2014:20) argues that repeat customers are a solid base for customer 
loyalty and for customers to be loyal; they require a quality product that satisfies 
their need. Lukas & Menon (2004:1258) outline that the strategic significance of 
product quality is gradually being transformed from a point-of-difference to a point-
of-parity by the globalization of markets and the associated diffusion of 
technological know-how which means that the principles of product quality are 
reasonably well understood by competitors and thus, are much less of an exploitable 
advantage. 
3.3.3. New Product Development  
SMEs as Wonglimpoyarat (2015:297) observes, often face challenging factors 
during the process of new product development and marketing newly developed 
products. These challenges, specifically marketing challenges, entail tough 
competitive conditions (Chiliya, Herbst & Roberts-Lombard 2009:71), low demand 
for products (Hubner, Kuhn & Sternbeck 2010), poor locality of the small business 
(Manana, 2009), ineffective marketing of products and lack of market knowledge 
(Fuller 2004; Hogarth-Scott et al. 2006:6; Mackintosh & Tynan 2004). The challenges 
may also include lack of access to resources, a lack of external contacts and the SMEs 
being dominated by the owner’s or CEO’s personality (Nicholas et al. 2011:229). 
Toledo, Mendes, Jugend & Da Silva (2014) add that marketing skills include aspects 
such as SMEs’ capacity to assess the new product market potential, to understand 
the target-market needs and to translate that information into product specifications. 
Secondary research (Ramukumba 2014; Van Scheers 2011) indicate that the South 
African SME challenge is to improve the marketing skills of business owners to 
enable them to develop new products. New product development in SMEs, like in 
big businesses, as (Yan & Makinde 2011; Maladzhi 2008) observe is not always 
successful and its failure rates can be as low as one out of every three products and 
as high as 90 percent of new products, which are withdrawn within a year of their 
introduction. Makakane (2014) further observe that between 33 percent and 60 
percent of all new products that reach the market place fail to generate an economic 
return. Maladzhi (2008:1) emphasizes that new product factors such as new 
technology, improved communications, increased profit demands and shorter 
product life cycles have added to the inherent risk of non-sustainability of new 
product development. 
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3.3.4. New Product Relevance  
Product relevance is as Barnes (2017) explains is the process of producing a product, 
which is relevant to the customers’ desires and lifestyle. Once the newly developed 
product is ready to enter the market place, there are marketing challenges, to 
overcome in order to ensure the successful market entry for this product. Abor & 
Quartey (2010:218) note that SMEs struggle with a number of new product 
marketing factors such as lack of access to appropriate technology; limited access to 
international markets; South African laws, regulations and rules; weak institutional 
capacity, and limited finance. Mahembe (2011) emphasizes that lack of market 
research, access to markets and developing relationships with customers, low 
production capacity hamper successful marketing. Previous research by Mansor, 
Yahaya & Okazaki (2016) and Ebrahim, Ahmed & Taha, (2010) outline that SME’s 
fail to manage new product development because they are unable to cope with 
pressure exerted by external factors. These factors include as well lack of business 
management skills, lack of creativity as well as sound leadership skills often leads 
to very little strategic vision in the company and this will influence the commitment 
of the workforce and often cause the downfall of a business. Secondary research 
(Yan 2010; Hlatshwayo 2015; Kalkan 2014; Mansor, Yahaya & Okazaki 2016; 
Ebrahim, Ahmed & Taha, 2010) further indicate that new product development is 
one of the factors that can contribute to the sustainability of SMEs as well as the 
success thereof. The research methodology will be outlined. 
 
4. Research Methodology 
Quantitative method was used to collect the data in the form of a survey. The goal 
of a survey as (Cooper & Schindler 2011:243) outline is to derive comparable data 
across subsets of the chosen sample so that similarities and differences can be found. 
The survey was chosen as the method suitable for the SMEs who were the 
community engagement workshop participants as the researcher wanted to measure 
the difference and similarities amongst the respondents – SME owners/co-owners.  
The sample size for this study was 100 respondents. The questionnaires were 
distributed to the 100 respondents to complete after the workshop. The questionnaire 
was of a self-completion nature. 
Purposive sampling was used as the researcher needed to reach a target sample 
quickly and the sampling for proportionality is not the main concern. The owners of 
SMEs in South Africa were selected using the database to invite them to participate 
in the workshop therefore, the sample frame was readily available which will 
minimize the selection bias which also improves the reliability of the results. the 
Cronbach alpha for the scale used was 0.872, indicating the satisfactory internal 
consistency reliability. Data was captured from a questionnaire into a Microsoft 
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excel spreadsheet. SPSS was then used to compile, interpret and report the 
results/findings. Descriptive statistics were generated and the results will be reported 
in the following section. 
 
5. Results And Findings- Will Be Done As Soon As Stats Has Been 
Finalised  
Empirical Findings 
The demographic data of the SME owners who participated in this research covered 
gender, age range, level of education, number of employees employed as well as the 
number of years respondents had been in business. As indicated previously, 100 
SME owners participated in the survey. Of the SME owners participants who 
answered the question on gender (N=77) 35% were male (n=27) and 65% were 
female (n=50). Out of the 80 (n=80) participants who answered the question on 
age,1% (n=11) of the participants to be over 50 years; 29% (n=23) were in the 21-
30 age range, 33% (n=26) were in the 31-40 age range and 25% (n=20) were in the 
41-50 age range.  
Demographic N Percent % 
Gender Male 27 35 
Female 50 65 
Total 77 100 
Age 21-30 Years 23 29 
31-40 Years 26 33 
41-50 Years 20 25 
>50 Years 11 13 
Total 80 100 
Number of years in 
operation 
Less than a year 40 52 
Between 1 and 2 years 12 16 
Between 3 and 5 years 11 14 
Between 6 and 10 years 8 10 
Over 10 years 6 8 
Total 77 100 
Number of years in 
operation 
Never completed Grade 12 19 25 
Completed Grade 12 33 42 
Diploma 16 21 
Degree 2 3 
Postgraduate qualification 7 9 
Total 77 100 
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The researcher further found that 52% (n=40) of the SME participants had been in 
operation for less than a year; 16% (n=12) were in operation for between 1 and 2 
years, 24% (n=19) have been in business for a period of between 3 and 10 years, 
only 8% (n=6) have been in business for over 10 years. In terms of the qualification 
of the SME owners the researcher found that 25% (n=25) of the participants have 
never completed Grade 12, 42% (n=33) have completed Grade 12, 21% (n=16) of 
them have a diploma, only 3% (n=2) have a degree while 9% (n=7) of the 
participants hold a postgraduate qualification. 
 Strongly 
Disagree 
Disagree Neutral Agree Strongly 
agree 
We produce products of 
high quality 
4% 7% 11% 43% 35% 
We offer a broad range of 
products 
7% 10% 17% 41% 25% 
Products are certified by 
authorized organization e.g 
SABS, proudly SA 
13% 16% 17% 28% 26% 
Products are branded 12% 17% 18% 23% 30% 
Products are packaged 
according to customer 
requirements 
7% 12% 18% 38% 25% 
Product are distinctive and 
unique 
7% 7% 21% 41% 24% 
We emphasize product 
styling and design 
7% 9% 22% 38% 24% 
Our products are designed 
according to customer 
specifications 
5% 11% 19% 41% 24% 
We introduce good products 
ideas that match current 
trends 
4% 8% 17% 43% 28% 
We have innovative ability 
to bring new products in the 
market, include 
improvement 
8% 4% 17% 44% 27% 
We introduce new products 
from time to time 
7% 12% 17% 42% 22% 
/Product design is exciting 
and attractive 
8% 11% 13% 43% 25% 
We develop unique 
products from those of our 
competitors 
9% 10% 25% 31% 25% 
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Our products are 
standardized and are similar 
for all our customers 
6% 13% 23% 34% 24% 
Ensure that our products are 
what customers want to buy 
11% 3% 14% 37% 35% 
We develop new products to 
keep up with the changes in 
the market 
8% 8% 16% 45% 23% 
We offer different product 
designs and quality for 
different types of customers 
6% 8% 16% 41% 29% 
The researcher found that SME’s produce high quality products while the research 
also confirms that they offer a broad range of products. The research further finds 
that 71% of the SME have innovative ability to bring new products in the market, 
including improvement. Although SMEs appear to be doing good on factors like 
product quality, packaging and innovative ability, their products are not distinctive 
and unique while they also produce products that are not necessarily different from 
those of competitors. 
Factor Analysis 
Factor analysis is a tool which is of great importance the can be used in the 
development, refinement and evaluation of tests, scales and measures that can be 
used when conducting research (Williams, Onsman & Brown 2010:1). Williams et 
al. (2010:2) further emphasize that factor analysis is considered to be the method of 
choice for interpreting self-reporting questionnaires. As depicted on the table above, 
17 items were analysed and the results yielded into 6 factors. Varimax rotation was 
performed and factor loading less than 0.5 were excluded from the analysis. 
Although Hair, Black, Babin & Anderson (2010) consider factor loadings of 0.3 
acceptable, for the purpose of this study and based on the sample size, the score of 
0.5 and above is deemed acceptable. 
Reliability as outlined by (Mathu & Tlare 2017:66) refers to the degree to which a 
measure was consistent and stable in measuring what it was intended to measure. 
Reliability occurs when a test measures the same thing more than once and results 
in the same outcomes (Van Zyl 2014:115). Cronbach’s Alpha was used as a tool to 
test reliability of the constructs and the constructs loaded a Cronbach alpha of 
between 0.698 and 0.828. Validity refers to the degree to which the measurement 
item actually measured what it claimed to measure (Mathu & Tlare 2017:66). 
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We develop unique products from those 
of our competitors 
0.618    
Our products are standardized and are 
similar for all our customers 
0.576    
Ensure that our products are what 
customers want to buy 
0.836    
We develop new products to keep up 
with the changes in the market 
0.798    
We offer different product designs and 
quality for different types of customers 
0.621    
Products are packaged according to 
customer requirements 
 0.770   
Our products are designed according to 
customer specifications 
 0.750   
We produce products of high quality   0.864  
We offer a broad range of products   0.881  
We introduce good products ideas that 
match currend trends 
   0.561 
We have innovative ability to bring new 
products in the market, include 
improvement 
   0.546 
We introduce new products from time 
to time 
   0.798 
Product design is exciting and attractive    0.566 
Eigen Value = 64.623 38.451 11.395 8.627 6.150 
Cronbach alpha 0.828 0.698 0.698 0.726 
Mean score 3.676 3.650 3.825 3.717 
Standard deviation 0.919 0.988 0.986 0.884 
 
Based on the analysis of the satisfactory 4 factors, factor 1 (new product relevance) 
loaded 5 items which consisted of items relating to new product relevance. Li & Lin 
(2015) found that three of the technology factors, including product relevance, 
product superiority and customer familiarity, facilitate the success of new product 
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adoption. It appears that SME’s see the importance of product relevance and they 
develop products that are relevant in the market and are what the customers want to 
buy.  
Factor 2 loaded two items that in focused on the SMEs and their efforts on product 
customization. Du, Jiao & Tseng (2006) outline that product customization aims at 
meeting customer’s individual needs and maximization of customer-perceived 
value. The results above indicate that the SMEs do consider producing product 
according to their customer requirements. Factor 3 also loaded 2 items which 
concentrated on the SMEs product quality. It appears that SMEs do see the value of 
producing quality products for their customers in their respective market. Quality as 
per Agbor (2011) is the totality of features and characteristics of a product or service 
that bear on its ability to satisfy stated or implied needs.  
 
6. Recommendations 
Competitive advantage is one of the concepts which keeps the organization on their 
toes, striving to get competitive advantage over their competitors. The finding in this 
study reveal that SMEs in South Africa are doing well in terms of product 
development factors in terms of product customization, product quality, product 
relevance and product innovation. This could lead to a healthy competition in the 
market and everyone has to work twice as hard to get a competitive advantage over 
his/her competitors.  
The market conditions and customer needs are changing continuously and this means 
SMEs still need to put their emphasize on continuously establishing new products to 
meet or match these ever changing needs of customers. The main aim of the SMEs 
should be focused on matching customer requirements, needs, wants, desires and 
buying patterns with the capabilities of the organization, based on the skills and 
resources available to the business organization, leading to the issue of core 
competence (Dirisu, Iyiola & Ibidunni, 2013:258). 
This study revealed that although the products are customized based on individual 
customers’ needs/specification, which makes their products relevant and addressing 
the ideal needs of their customers. The main issue is the fact that the standard remains 
the same for their products. This raising the need for SME’s to pursue continuous 
improvement and always striving to improve the standard of their products.  
The SMEs’ products are not different from those of competitors which will make it 
easier for customers to switch from one SME to the other. The SMEs need to put 
their emphasis on product differentiation. Differentiation as outlined by Dirisu, 
Iyiola & Ibidunni (2013) is when a firm’s product outperforms rival products in the 
provision of a feature such that it faces reduced sensitivity for other features. This 
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means that they need to produce products that are different from those of competitors 
and as a result will give them a competitive edge over their competitors.  
 
7. Limitations 
The main limitation for this study is that it was focused on the SMEs in Gauteng. 
The findings of this study, therefore, cannot be generalized to all SMEs in South 
Africa. Future studies could investigate SMEs for provinces in South Africa. This 
study focused on the new product development factors relating to marketing, 
therefore, other studies could focus on other new product development elements like 
technology, manufacturing processes etc. 
 
8. Conclusion  
The aim of the research was to establish SMEs approaches to developing and 
marketing new products in the Gauteng area. SMEs constitute a vital element of the 
development for South Africa and their contributions in terms of job creation, 
production capabilities and income generation is widely recognized. SMEs value the 
need to produce high quality for their customers and also offer broad range of 
products. Although their products are not branded, they are always distinctive and 
are designed and customized according to customers’ specifications. This makes 
their product more relevant to the customer needs. Although the new products are 
customized as per customers’ specifications, the standard of the products is always 
similar for all their customers. The majority of SMEs in this study were owned by 
Females between the ages of 21 – 40 and have been in operation between 1 month -
2 years. The new product development for the SMEs in South Africa is based on 
ideas that match the current trends and they develop the products to keep up with the 
changes in the market. This study found that the SMEs in South Africa produce new 
products from time to time and they also have the innovative ability to bring new 
products in their respective markets. Despite the outcomes indicating that the SMEs 
in South Africa seem to be doing well in terms of new product development, it is 
worth noting that SMEs have different needs at different stages of development and 
they still need intense support from the government. 
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